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A newsletter can be a wonderful 
means of communication. Research 
consistently shows people like newslet­
ters. People like to get timely informa­
tion tailored to their interests - infor­
mation that is quick and easy to read. 
But, to communicate, a newsletter 
must get read. It can't get thrown away 
before beingopened norbanished to the 
to-be-read pile. 
You want your newsletter to be a 
vital piece of communication that 
people look forward to receiving. This 
o11l1y happens through planning and 
commitment. 
Know your audience 
The first step in planning a newslet­
ter is too often overlooked: Know your 
audience. Who are they exactly? What 
are they interested in? What do they 
have in common? What can your news­
letter do for them? 
The audience can be quite diverse 
demographically but they have to have 
some commonality that you're address­
ing with your newsletter. 
For example, you might want to 
develop a newsletter for people who 
have to adopt a low-cholesterol diet or 
for farmers who want to learn to use 
computers. The audience for a newslet­
ter distributed nationally called "The 
Sproutletter" is people who like to eat 
sprouts. That's how specialized an 
audience can be. 
If your audience is already defined 
for you, such as clients for your business 
or members of a certain organization, 
then you need to make sure you know 
their interests. Find out. Meet with a 
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Set up an infectious disease policy
 
by Gail Carlson 
\'Vhen developing a policy or 
revie-wing an e,o$ting' one (or AIDS 
and other inlecl.lOlli dls-eases, 
consider lhe tollowing recommenda­
tions. Pro~wes like Ihese can 
protect you a.nd the children you 
care (or [rom many common ill­
nesses, In addition to others thai 
could exist Ul your center even when 
yol.! are .nol aware of !.hem. 
• Follow standard infectious 
dlSea~e control procedwes. Mam· 
tajning proper hygiene is critical es~ 
?e-cia.Hy when caring for mfan~. 
Pay partirn1ar attention to: proper 
handwashmg. diSposal of soiled. 
diapers or clothes, and prOLnpt 
disinfection of soiled surfaces 
(household disinfectant is adequate). 
Take extra care in treatmg bLee-dlng 
sores and wounds or Ch.aJlgUlg 
die.pers that contain bloody !i~ooJ$ or 
unne. If you have chapped hands or 
open cuts, use gloves when chang­
ing diapers or canng foe wounds. 
• The numbee of personnel aware 
of It chUd's heatlh condition should 
be kept (0 the minimum needed to 
~ure proper care oC the child. It 15 
essenhM that the chiLd's right to 
privacy be carefully guarded. 
Confidential records should be 
ll'Lalltained. 
• Chtldren who bite may require a 
mOre restnctive envirorunent. Afo a 
genetal rule, bHang is inappropriate 
behavior and induding; il. .shlte.ment 
on biting in your policy makes a Jot 
of get\se. There are a number of 
bacterial iJ..messes th~t can be spread 
through blURg. 
• Polities shOUld also teU paren~ 
and l5t2,f( about requu-ed physical 
excuns, screenmgs, and l.1I\IIlwu.za~ 
lions and prOVide guidance on 
medical records needed. 
In addition, when caring ior a 
known crrv positIve child coI\5ider 
these recommendations: 
• Children who are not completely 
toilet tTairled or capable of proper!y 
wastung their hands should only 
atlend day care when lhli;: caretaker 
Protect children with employee screenings 
by Bill Hendenon 
One of the most eifective ways to 
proteC'1 the children in your day care 
program 15 to ensUTe that caregIVers 
who work with Ihem are appropn­
ately qualified. and well suited Ior 
work i.n a day C"llC'e faolity. All 
potential employees or volunleen 
should be carefully 5Cn!ened., 
references shOuld be checked, and a 
thorough background and work 
hlStoty review should be made 
belore employees oc volunleers arc 
permitted to work with ch.ildren. 
As an additional safeguard for 
protecting children~ the State Child 
Abuse Law was amended severa.! 
yr1!i\.r.5 ago to pemut licensed day CAfe 
provider,; to voluntarily requesl 
child abuse/neglect 5creenin~of 
CWTent or prospechve employees 
(S"" DFS c"'. page 2) 
I i6 2lwar~ of the HIV infection and can ensure thai good hygiene prac­ti~ will be enforced. 
• Blood tram:fer, while remote, is a 
pos.$lble meam of tra.Jl.5J:lUS510n in 
day care wttings. The,-efo(t;" CllC'e 
shou.ld be taken to avoid skin OT 
t'OLlCOuS membrane contact with 
bLood. or body fluids conta..uung­
visible blood. Mucous membranes 
~rve as protective coverings for 
many par~ of our bodies inclUding 
the eyes, ears, n05e~ throat and 
O'Iouth 
• Toensure that HIY·in1cc!ed chll­
dren are i.1llowt.od access to qUality 
care, polldei.l ~hould sLate that 
50WJling or children foe the pre::­
ence of HfV antibodies for the 
purp06e of attendance at day care 
centers or school is n01 necessary or 
recommended. 
• Ch.ildren With f~w symploms 
should be managed like healthy 
children. HIY uUKted children~ like 
all children, need a nurturing 
(See FollcruJ, pase 3} 
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"The Caring Connection" is a newsletter with a specific 
audience and a well-defined purpose. It is written by university 
faculty members and state agency professionals for licensed child 
care providers in Missouri. It prOVides the audience with the 
latest information on managing a child care business as well as 
tips on the health and safety of children and on dealing with 
parents. 
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few of them or send out a short ques-
tionnaire. 
Define your purpose 
After you have defined your audi-
ence, the next thing to do is define 
your purpose. The same rule applies: 
Be specific. 
For example, your newsletter may 
be for people who do crafts for pay. 
The purpose might be to help them 
market those crafts. You will include 
information about upcoming craft 
shows and pass along tips from suc-
cessful artisans. 
2Uyour audience might be people 
who home-can food. Your purpose is 
to keep them informed of the latest 
research on safe home-canning pro-
cedures, new equipment and in reci-
pes the experts consider safe. 
The more specific your purpose, 
the easier it will be to prepare your 
newsletter. Your mind becomes 
tuned in to bits of information that 
could make good articles. Make note 
of these in a file. Each time you put 
the newsletter together, all you have 
WRGRis dig into that file for the mate-
rial you need. 
Find out if 
anybody's 
reading 
Even though you may be armed 
with your clear-cut audience and 
purpose, you're still not ready to 
launch a new newsletter until you've 
figured out an evaluation plan. You 
need to find out if anybody out there 
is reading you. Coming up with a 
plan before you start publishing will 
help assure that you stick to your 
audience and purpose without get-
ting off track. 
8VH three levels of evaluation. 
Come up with a plan for all three. 
Level 1: Get feedback on a 
regular basis. 
Write at least one article per issue 
that calls for some response from the 
reader. Examples might be: 
Include an order blank and ask 
readers to send in the names of ac-
quaintances who might like to re-
ceive the newsletter. 
3XEOLFL]H a publication you 
have in quantity and see how many 
requests you get because of the ar-
ticle. 
6ROLFLWquestions from readers 
and include question-and-answer 
articles in the newsletter. 
An enterprising extension family 
economics specialist in Missouri 
started a newsletter called %HJLQ
QLQJVfor newly married couples to 
help them get their financial feet on 
the ground. 
In one issue she had this article: 
--
What do <28do? 
+RZ GR WKH WZRRI\RX
KDQGOHPRQH\DQGELOOV" $UH
\RXKDSS\ZLWK\RXUSUHVHQW
V\VWHP",I I\RXZRXOGOLNHWR
VKDUH\RXUV\VWHPZLWKRWKHUV
GURS me DOLQHRUFDOO- I'll 
LQFOXGHLWin QH[WPRQWK
V%H
JLQQLQJV
In an issue of the national newslet-
ter &RPPXQLFDWLRQV&RQFHSWVthe 
author asked for readers to send in 
puns so he could give "fun in the pun 
DZDUGVto the worst and best puns 
sent in. 
or 
1hc 
of 
County 
J im 
of of 
of 
from 
of 
Jn 
Pt 
four 
D 
won 
a 
Slowpitch Softball 
LIE 
.hm 
Safety 
Company 
E. 
Join1 
l 
to 
Level 2: Do a survey 
Do this once a year. Ask what the 
readers read and don' t read, like and 
don't like about your newsletter. Use 
this information to improve it. 
You' ll waste your time, though, if 
you don't design the survey the right 
way. There's an art to doing it. Here 
are a few tips: 
Ask only what you want to 
know and nothing extra. 
Keep the survey form as short as 
possible-no more than one 8-1/2-
by-11-inch sheet. The back of a post-
card is best. 
Make it easy for people to re-
turn. Include a self-addressed, 
stamped envelope. A self-ad-
dressed, stamped postcard has ad-
vantages because it can be inserted in 
one of your issues. 
People are turned off by ques-
tions on age and income. If this infor-
mation is vital to you, don't ask it 
first. Let them warm up to your sur-
vey first. Then when you do ask it, 
provide ranges, such as an age be-
tween 30 and 39 or an income less 
than $30,000 per year. 
Another tip for a survey is that you 
don't have to ask everybody. If you 
have a random sample, you can ex-
un 
!he 
We 
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The editor of the "Union Electric News" makes it easy for readers to 
respond to her newsletter. She provides a "Feedback" feature with space 
provided for comments. The comments can be easily clipped and mailed 
back to her. 
trapolate the results to the whole 
population. Pick every tenth name 
from your mailing list, for example. 
It's also essential to do a dry-run 
before committing your survey to the 
mail. Test the survey on a handful of 
people to make sure your questions 
are understandable. 
Level 3: Find out if anybody 
is doing something 
differently because of your 
newsletter. 
This is the most difficult level of 
evaluation. It has to be carefully 
orchestrated. Figure out one thing 
you want to campaign for in your 
newsletter. And then quickly find 
out if your campaigning did any 
good. Here are the steps: 
Promote something. You may 
want to use two, three or more issues 
to do this . 
Find out if anybody is doing 
what you' re promoting because of 
your newsletter. 
Remembertofindoutfast. They 
may start doing it. But they' ll forget 
thH\ got the idea from your newslet-
ter Xnless you time your evaluation 
and the campaign close together. 
Ideally, the timing should be within 
30 days of the end of your cam-
paign-or certainly within three 
months. 
For efficiency's sake you may 
want to include this evaluation with 
your yearly survey. 
What you choose to campaign for 
depends on your audience and pur-
pose. If your audience is the newly 
married and your purpose is to help 
them get off to a good start finan-
cially, you might want to campaign 
for them to set up a budget. 
You might want to campaign to 
help weight watchers keep off 
weight, smokers stop smoking or 
farmers adopt certain soil conserva-
tion practices. A hospital employee 
newsletter conducted a campaign to 
promote courtesy in elev a tors. 
Whatever it is, if you find that people 
have changed their lives because of 
your newsletter, that's quite an ac-
complishment. Those kinds of re-
sults might help you get a raise or 
more subscribers. Either way, 
you've set yourself up for newsletter 
stardom. 
Market your newsletter 
The next plan you need to devise is 
how to market your newsletter. An 
effective way to do this is through 
direct mail marketing. Thus, you 
need mailing lists. If your chosen 
audience belongs to organizations 
who will share mailing lists with 
you, you are all set. But if you are 
trying to reach an audience whose 
members are not already organized 
in some manner, then you have your 
work cut out for you. 
Here are some tips to help you get 
a mailing list started: 
Get publicity in publications 
that reach your audience. If you can 
get this free, great. If not, you might 
have to buy some advertising space. 
Classified advertisements are less 
expensive than display advertise-
ments and may yield a substantial 
number of names for you. 
Put coupons in each issue of 
your newsletter asking readers to 
send names of friends or relatives 
who might be interested in subscrib-
ing. 
•Check with key people who 
have contact with the audience 
you're after. See if they would be 
willing to help you come up with 
names and addresses. For example, 
for the "Beginnings" newsletter for 
young married couples, the author 
went to ministers requesting names. 
Once you have a mailing list, then 
you can proceed to promote your 
newsletter and urge subscription. 
Design a direct mail flier and cover 
letter that explain to the reader what 
he or she will gain from your newslet-
ter. Answer this age-old question for 
the reader, "What's in it for me?" 
Here's a formula you may want to 
follow as you write your copy: 
Promise a benefit. 
Tell readers what they will get. 
Tantalize them. 
Back up your statements with 
proof. 
Rephrase the strongest benefit 
in the closing. 
CM-450 
Incite action NOW. 
Ideally, your direct mail market-
ing packet should include: 
A cover letter. 
A direct mail flyer. 
A postage-paid, self-addressed 
subscription card. 
A sample issue of the newslet-
ter. 
If your newsletter has been avail-
able for a while and you are seeking 
more subscribers with your direct 
mail campaign, then you can incor-
porate the technique of the testimo-
nial. Find out from readers what they 
have gained from your newsletter. If 
you have done a good job of evaluat-
ing, you should have these kinds of 
quotes already in your files . Include 
these quotes in your direct mail flier 
design. 
Start your newsletter 
Okay, you know your audience 
and have a clear-cut purpose. You 
have thought through an evaluation 
and marketing plan. Now, how do 
you organize the newsletter and 
write it? 
The most efficient approach to the 
organization of a newsletter borrows 
from both the newspaper world and 
the magazine world. You borrow 
from the newspaper world the news 
approach to determine the promi-
nence of your articles. Your best, 
most timely and important article 
goes first. The rest of the articles 
follow. 
You borrow from the magazine 
world the technique of departmen-
talization. That is, you put certain 
kinds of information under pre-de-
termined headings. For example, in 
"The Newsletter on Newsletters," 
the author has a department called 
"Newsletter Reviews." In it he tells 
of new newsletters, their audience, 
purpose, format and subscription 
information. 
Other examples of departments 
might include question-and-answer 
columns, employee-of-the-month 
personality profiles or guest colum-
nists. You will determine your de-
partments based on the audience and 
purpose of your newsletter. 
The department technique makes 
your newsletter easier and quicker to 
read. Departments also help you in 
putting out your newsletter. You 
know exactly where to put certain 
bits of information without having to 
reinvent the wheel each issue. 
Write about 
the right stuff 
Write about what your audience 
wants and needs to know. Think 
about these five needs that every-
body has: 
People like recognition. Use 
names in your newsletter. People 
like to read about themselves first, 
then about people they know and 
finally about people who are famous. 
Take advantage of that need. 
Incorporate names whenever you 
can. Offer examples of how real 
people do the things you wish to 
promote in your newsletter. 
For example, an extension textiles 
specialist in Missouri did a newslet-
ter for professional seamstresses. In 
each issue she used the name of 
soPHone who had asked her a ques-
tion or who had provided her with a 
valuable tip. 
An extension livestock specialist 
in Missouri used the same technique. 
He would find farmers doing the 
kind of practices he wanted to pro-
mote and then used their names in 
his newsletter. 
People like to make and save 
money. No matter what your 
audience or purpose, provide an 
economic angle to your newsletter. 
At least one reference in each issue 
should help people save or make 
money. 
People like security. Include 
safety or health information in an 
article or have a department on tips. 
People seem to be more conscious of 
safety and health than ever. 
People like to save time. Just 
about everyone has far more to do 
than hours in the day. This is true 
especially of newsletter audiences. 
That's why they subscribe to 
newsletters. Easy-to-read tips on 
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"Mizzou Weekly," 
the employee 
newsletter at the 
University of 
Missouri-Co IX um bia, 
provides recogn ition 
for readers. 
Outstanding 
employees are 
recognized with 
special features. In 
addition, a regular 
department, called 
"Mizzou People," lists 
various 
accomplishments of 
employees. 
"Mizzou Weekly" 
includes a 
"Classifieds" 
department as a 
way to save and 
make money for 
employees. This 
type of a 
department also 
provides a way to 
get regular 
response from 
readers. 
saving time can endear your 
newsletter to your readers. 
People like to have fun. When 
authors approach their newsletter as 
a means to communicate with a 
friend, they are more likely to write 
better copy and be read more. If you 
can bring a smile to someone's face, 
you've won a friend. Add a little 
humor to your newsletter. Write a 
clever headline. Include a poke-fun 
department. Pass on a funny 
situation that someone solved. 
For example, an extension admin-
istrator in Missouri wrote a newslet-
ter for his staff and always included a 
"Turkey of the Month" department 
in which he admitted some error or 
boo-boo he had made. 
The name of the employee news-
letter for San Diego's Sea World is 
"The Whale Street Journal." An ex-
tension dairy specialist titled his 
newsletter "No Bull-Udder Facts." 
An extension livestock specialist 
would add a quote at the end of his 
newsletter as a filler . But instead of 
using one of those innocuous anony-
mous quotes, he always quoted a real 
person IURPDa joke heard over coffee 
at the small town restaurant where he 
would frequently gather with farm-
ers. 
Write to be read fast 
People want newsletters to be a 
quick read. They want to be able to 
grasp the information you have pre-
sented quickly. Write your articles to 
help your reader read faster. 
Start off with a bang. Don' t beat 
around the bush. Get to the point. 
Newsletter articles don' t need 
flowery introductions. So borrow the 
concise writing style of newspaper 
journalism. 
Use the more familiar and shorter 
word. 
Write to express, not impress. 
Why say "utilize" when "use" will 
do? 
Write at a level slightly below 
what your audience is capable of 
reading. 
Readers appreciate this because 
reading goes faster, and this saves 
them time. Evensuchstellarpublica-
tions as the Wall Street Journal don't 
exceed a high school reading level. 
Do what's called a "fog index" on 
your newsletter. This is a technique 
for checking the grade level it's writ-
ten for . For a guide to how to do this, 
order "Clear Writing," CM201, from 
the University of Missouri-Colum-
bia. 
Write the wayyou talk. Keep your 
sty le informal. After all, this is a 
letter. 
Edit your copy. Let it sit at least 24 
hours and then go back and get rid of 
verbiage and clean up the text for 
clarity. If possible, have at least one 
SICKLE CELL 
SCREENING 
Free sickle cell 
by the of 
and Hospital in 
of Black 
will be offered Feb. 28 
locations. 
The screening will be conducted 
at the Health lnfonnation 
in Mall from 
a.m. 4 p.m., blood pressure 
included. 
and times the Boone 
N. Providence Road, 
from a.m. to noon, and 
Health from 2 4 
p.m. 
can be 
other person edit the copy for you. 
It's difficult to be your own editor. 
The most important part of your 
article is the first sentence. After you 
have written the first draft of the ar-
ticle, go back and make sure the first 
sentence grabs attention. 
Even more important than the first 
sentence is the headline. Headlines 
can make or break your newsletter. 
What do people do when they scan a 
publication? They read the head-
lines. That determines what they will 
read-if they read anything. 
Struggle 
for good headlines 
Writing good headlines is a 
struggle. It often takes more time 
than writing the article. But what 
you' ll find is that as you write the 
headline, you cut through to the es-
sence of the article. Authors often go 
back and re-write the first part of 
their articles to match the good head-
lines. Headline writing helps you 
make the point as concisely as you 
can. Here are a few rules for good 
headline writing: 
Use action verbs. Verbs like 
"grab," "strike," "stir" and "build" 
are all verbs that imply action. Stay 
away from static verbs like "is" and 
"are." A headline is even duller if it 
does not include a verb at all. These 
headlines are called "label 
headlines" and can be deadly unless 
Health and 
safety are 
primary 
concerns of 
readers. This 
issue of 
"Mizzou 
Weekly" in-
cludes an 
article with 
information on 
sickle cell 
screening. 
they are used in combination with an 
accompanying headline, often in 
smaller type, that includes a verb. 
Poor: Annual Meeting News 
Better: Plot Your Way to Portland 
for Annual Meeting 
Use present tense. Keep verbs in 
present tense. This is the style 
readers are used to in newspapers. 
Present tense usually takes up less 
precious space, too. 
Get to the point. Tell what the 
article is about. Be clever if you can. 
But don't deceive the reader as to the 
point of the article. For example, the 
headline for an article on how to 
write a good resume was titled 
"Don' t let a resume cramp your file." 
This is a clever play on words but still 
told what the article was about. 
2.SM8 / 88 
Develop a style 
To make your writing easier, you 
need to establish certain guidelines, 
known in the publishing business as 
sty le. This means that you always do 
certain things the same way so you 
don't have to re-think how to do 
them. 
Your style includes such things as 
peoples' titles, for example. On first 
reference your source may be John 
Smith; and on second reference, Mr. 
Smith or Smith. You may want to 
refer to all women with the title of Ms. 
Or you may want to leave off titles 
altogether. There's no right or wrong 
about any of these choices. Just de-
cide and then stick with it. This also 
makes your writing easier to read. 
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